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Kajian ini merangkumi pembangunan dan pengaplikasian sebuah model konsep untuk 
pengiklanan media sosial dalam homestay pulau. Penemuan melalui pemerhatian dan 
dua kajian awal mendapati bahawa penggunaan periklanan tanpa model, pendekatan 
atau strategi yang sesuai mungkin menjurus industri homestay kepada kegagalan dari 
segi menarik pelanggan yang berpotensi. Ini kerana kebergantungan kepada 
pengiklanan tradisional semata-mata tidak lagi mencukupi. Majoriti pengusaha 
homestay kurang strategi pengiklanan dan promosi. Oleh itu, mereka ingin kepada 
strategi alternatif bagi pengiklanan yang boleh membantu mereka untuk memperbaiki 
prestasi pendapatan mereka. Mereka percaya bahawa pengiklanan melalui media 
sosial adalah satu cara yang berguna untuk mentransformasikan perniagaan dengan 
melibatkan pelanggan. Maka, kajian ini mencadangkan satu model konsep yang 
menerapkan kandungan multimedia pemujukan (PMC) ke dalam kandungan iklan. 
Tujuan utama kajian ini ialah pembangunan sebuah model konsep PMC untuk 
pengiklanan media sosial dalam homestay pulau. Ini disokong oleh empat sub-
objektif: (i) pengenalpastian komponen-komponen dan elemen-elemen yang sesuai 
bagi model konsep, (ii) pembangunan satu model konsep PMC, (iii) pengesahan 
model konsep yang dicadangkan melalui ulasan pakar dan prototaip, dan (iv) 
pengukuran keberkesanan bagi prototaip. Komponen-komponen dan elemen-elemen 
PMC yang telah dikenal pasti dimasukkan ke dalam sebuah gambar rajah untuk 
membentuk sebuah model konsep. Kemudian, model konsep telah melalui dua proses 
pengesahan oleh tujuh orang pakar penilai. Bagi penghasilan kandungan iklan, model 
konsep telah diaplikasikan ke dalam kandungan iklan homestay pulau untuk 
menghasilkan iklan yang memujuk. Prototaip iklan homestay pulau dimuat naik ke 
laman Facebook island homestay.  Soal selidik kertas dan atas talian diedarkan untuk 
mengukur keberkesanan iklan berkenaan. Teknik yang digunakan ialah copy-testing 
di mana 169 pengguna Facebook melihat iklan-iklan homestay pulau dan memberi 
respon melalui soal selidik. Keputusan analisis menunjukkan bahawa pengaplikasian 
PMC adalah signifikan dalam mempengaruhi sikap pengguna-pengguna media sosial. 
Dimensi bagi kesan kandungan iklan dan multimedia pemujukan yang 
dihubungkaitkan dengan empat dimensi lain iaitu (i) sikap terhadap jenama yang 
diiklankan, (ii) kesedaran bagi niat pemujukan, (iii) sikap terhadap iklan, dan (iv) niat 
pembelian, secara signifikannya berkesan dalam mempengaruhi sikap mereka 
terhadap homestay pulau. Ini kerana iklan homestay telah menarik perhatian 
responden dan memujuk mereka. Mereka mempunyai kecenderungan yang positif 
untuk merasai pengalaman cara hidup homestay pulau. 
Kata kunci: Kandungan multimedia pemujukan, Pengiklanan pemujukan, Media 








This study encompasses the development and application of a conceptual model for 
social media advertising of island homestays. Findings through observation and two 
preliminary studies found that the use of advertising without suitable models, 
approaches, or strategies could lead the homestay industry into failure in terms of 
attracting potential customers. It is because relying on traditional advertising alone is 
no longer adequate. The majority of homestay operators were lack of advertising and 
promotion strategies. Thus, they wished to endeavor alternative strategy of advertising 
that can help them to improve their income performance. They believed that 
advertising through social media is a useful way to transform business by engaging 
with customers. Hence, this study proposes a conceptual model that embedded 
persuasive multimedia content (PMC) into advertisement. The main aim of this study 
is development of a conceptual model of PMC for social media advertising of island 
homestays. This is supported by four sub-objectives: (i) identification of the suitable 
components and elements for the conceptual model, (ii) development of the 
conceptual model of PMC, (iii) validation of the proposed conceptual model through 
expert review and prototyping, and (iv) measurement of the effectiveness of the 
prototype. The identified components and elements of the PMC were inserted into a 
diagram to form a conceptual model. Then, the conceptual model went through two 
validation processes by seven expert reviewers. For advertisement content creation, 
the conceptual model was applied into the advertisement content of island homestays 
to produce persuasive advertisement. The prototype of island homestay advertisement 
was uploaded on the island homestay‟s Facebook page. Paper-based and online 
questionnaires were distributed to measure the effectiveness of the advertisement. The 
technique used was copy-testing where 169 Facebook users viewed the island 
homestay advertisements and gave their response through the questionnaires. The 
results of the analysis showed that the application of the PMC were significant in 
influencing social media users‟ attitude. Dimension of advertisement content effect 
and persuasive multimedia that was correlated with other four dimensions are (i) 
attitude toward advertised brand, (ii) awareness of persuasive intent, (iii) attitude 
toward advertisement, and (iv) purchase intention, significantly effective in 
influencing their attitude toward island homestays. This is because homestay 
advertisements have attracted respondents‟ attention and persuaded them. They had 
positive tendency to experience the lifestyle in island homestays. 
 
Keywords: Persuasive multimedia content, Persuasive advertising, Social media, 
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Appendix G: Steps in Creating Island Homestay Facebook Page 
No.  Print Screen Photo Description  
1. 
 
Selecting for type 
of business from 
„Local Business or 




















page as „Favorite‟ 
in order to easily 




Audience‟ is to 
tell people which 
aim to make them 




















































































































































































 Mean Std. Deviation N 
AB1 3.60 .842 57 
AB2 3.53 .868 57 
AB3 3.68 1.003 57 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
AB1 7.21 3.026 .790 .837 
AB2 7.28 3.027 .752 .867 
AB3 7.12 2.467 .819 .814 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 














Appendix L: Reliability Test for Item ‘Advertisement Content Effect 
and Persuasive Multimedia (Ad)’ 
 
Reliability Statistics 















 Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
Ad1 33.40 22.066 .590 .801 
Ad2 33.60 22.852 .382 .821 
Ad3 33.53 23.647 .278 .832 
Ad4 33.33 20.655 .606 .797 
Ad5 33.98 21.732 .447 .816 
Ad6 33.60 21.281 .528 .806 
Ad7 33.65 21.768 .538 .805 
Ad8 33.58 21.927 .590 .801 
Ad9 33.44 22.465 .615 .801 
Ad10 33.42 21.855 .614 .799 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 








 Mean Std. Deviation N 
Ad1 3.88 .734 57 
Ad2 3.68 .848 57 
Ad3 3.75 .851 57 
Ad4 3.95 .934 57 
Ad5 3.30 .963 57 
Ad6 3.68 .929 57 
Ad7 3.63 .837 57 
Ad8 3.70 .755 57 
Ad9 3.84 .649 57 















 Mean Std. Deviation N 
AP1 3.79 .750 57 
AP2 3.79 .647 57 
AP3 3.75 .872 57 
AP4 3.61 .921 57 
AP5 3.72 .921 57 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
AP1 14.88 6.645 .467 .756 
AP2 14.88 6.467 .646 .711 
AP3 14.91 6.189 .476 .756 
AP4 15.05 5.444 .633 .699 
AP5 14.95 5.729 .552 .731 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
























 Mean Std. Deviation N 
AA1 3.61 .796 57 
AA2 3.70 .844 57 
AA3 3.84 .841 57 
AA4 3.70 .801 57 
AA5 3.84 .751 57 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
AA1 15.09 6.153 .587 .764 
AA2 15.00 5.929 .599 .761 
AA3 14.86 5.944 .599 .761 
AA4 15.00 6.107 .595 .762 
AA5 14.86 6.444 .550 .776 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 




















 Mean Std. Deviation N 
PI1 3.75 .851 57 
PI2 3.58 .823 57 
PI3 3.68 .967 57 
 
Item-Total Statistics 
 Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
PI1 7.26 2.269 .664 .580 
PI2 7.44 2.429 .620 .635 
PI3 7.33 2.333 .484 .799 
 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
11.02 4.696 2.167 3 
 
 
 
 
 
 
